In the retail sector, the creation of shopping experiences becomes increasingly important to obtain a competitive advantage, and to meet consumers' needs and desires. Knowing how to design and apply these experiences can stimulate consumer engagement and their intention to spend more time at the retailer. Under this premise, the objective of this research is to analyze the relationship between different shopping experience dimensions, consumers' engagement, and their willingness to spend more time at the retailer. Using survey methodology on a sample of 527 consumers, the results show that shopping experiences stimulate the consumers' engagement and their predisposition to spending more time at the store. In addition, a moderating effect of visit frequency to the retailer is observed, such that the higher this is, the more intense the relationship between experience dimensions and consumer engagement will be.
Introduction
The retail sector, one of the most dynamic in the economy (IBM 2012) , must know how to adapt to the new market's demands. It faces increasingly demanding consumers, who demand unique products and services, and who have shared loyalty (Alfaro 2012) . In addition, consumers do not demand only products or services, but they also want to live unique and unrepeatable experiences during the shopping. Given this new scenario of distribution, retailers have had to update both their offers and their ways of doing things, in order to offer a differentiated product and service, and thus seek the engagement and loyalty of their customers. For this, as the study by Deloitte (2016) indicates, it is necessary to design strategies that are focused on the "shopping experience", identifying those factors or dimensions that "create" experiences, defining how they will be implemented, and developing ongoing actions to revitalize and to surprise the customer with these shopping experiences. These new strategies provoke the situation in which the consumer goes to the retail establishment, not only to shop for a product or service, but also to enjoy the act of shopping itself (Krishna 2013) .
Most consumers initially engage with a retailer for rational reasons, such as the value that it brings, or comfort. As the frequency of visits increases, feelings begin to emerge, due to the commitment or engagement that is acquired with the retailer. In this process, the experiences formed during shopping play a fundamental role (Homburg et al. 2017) . Understanding how consumers experience emotions caused by marketing stimuli raises various implications in the design of the retailer's offer. Retailers need to develop action procedures that allow them to manage what they can offer in marketing experiences (Alfaro 2012) .
Shopping experience research relates these experiences to satisfaction, relegating consumer behavior to the background, and not identifying that marketing actions are what lead to loyal and committed customers (Brun et al. 2017) . Tsaur et al. (2007) examine whether experiences of experiential marketing have positive effects on consequent visitors' behaviors. They affirm that the experiences of experiential marketing have positive effects on emotions. Furthermore, emotions also have a positive effect on the behavioral intention, through the mechanism of satisfaction. No studies have been found that directly relate shopping experiences with engagement and shopping time. In this paper, the authors analyzed different experience dimensions, and their relationship with consumer engagement and with the predisposition to extend consumer shopping time, which is the main contribution of this research. This will allow the store manager to identify the aspects to be modified in its strategy, in order to obtain more engagement from customers who wish to stay longer in the store, thus creating deeper relationships that distinguishing the store from the competition. Grewal et al. (2017) highlight the importance of the study of engagement as an area of great interest in retailing.
This article contributes to the management literature of retail companies in two ways. In the first place, the knowledge of the type of experiences at the store is extended, analyzing the relationship between different dimensions of experience (sensory, intellectual, social, pragmatic, and emotional), consumer engagement, and willingness by the consumer to extend their shopping time. Secondly, the empirical research expands on existing knowledge, analyzing the moderating effect of visit frequency to the retailer. This is to understand whether a greater frequency of visits increases the positive influence of the experience dimensions on the engagement, intensifying not only the attitudinal loyalty, but also other shopping behaviors from the desire to spend more time in the store.
In the following sections, we comment on the relevant literature on the subject, and propose various hypotheses. Later we describe the research methodology and the results of the estimation of our causal model. Finally, we carry out a discussion on the theoretical and managerial implications, as well as the conclusions of the study.
Literature Review
In the marketing literature, different dimensions of customer experience have been analyzed. In different studies, four dimensions of experience are identified (Pine et al. 1999; Schmitt 1999 Schmitt , 2003 Gentile et al. 2007; Brakus et al. 2009; Grewal et al. 2009; Verhoef et al. 2009; Cachero and Vázquez 2017) : sensory experience, intellectual experience, social experience, and pragmatic experience. Furthermore, Holbrook and Hirschman (1982) were the first to introducing emotions (e.g., happiness, enjoyment) as a component of consumer behavior, and to recognize emotional experience as a fundamental aspect of consumption (Bagozzi et al. 1999; Arnold and Reynolds 2003) . In this paper we propose a hierarchical structure of the experience dimensions (Schmitt 1999) , in line with the cognitive-affective approach of Ajzen and Fishbein (1980) . As a background of emotional experience, we identify other dimensions of experience (Gentile et al. 2007; Brakus et al. 2009; Verhoef et al. 2009 ): sensory experience, intellectual experience, social experience, and pragmatic experience.
Sensory Experience
This is a dimension of experience that includes the senses of consumers, and that affects their perception, judgment, and behavior (Smith and Wheeler 2002) . The empowerment of the consumer senses has been used in the retail sector for a long time; what has changed is the way of doing it: before, sensory experience was developed unconsciously, and today, planning by the retailer is maximum, either because sensory experience affects the consumer's perception of the store (Helkkula 2011) , or the consumer's perception of the brand (Moreira et al. 2017 ).
The retailer is looking for absolute well-being, both for the consumer and for the people who work there. For this, it affects different environmental factors that it modifies based on the sensory experience that it wants to offer. Thus, the lighting varies, the layout of the product, the design, the smells, the color, the music, etc. Sensory-based stores have experienced great developments; they are shops where the brand is played, smelled, and heard. Table 1 presents the most relevant studies related to the sensory experience. Tantanatewin and Inkarojrit (2016) This type of experience focuses on colors, shapes, distance, article size, lighting, or digital merchandising. It is the most direct way to provide information to consumers, either offline, online, or through advertising exhibitions, attracting them to the shop and trying to get the consumer to remember and "record" in their mind. Designing a good visual experience is decisive for a retailer, given that 90% of the information received by the brain is visual. The most studied factor is the impact of color as a trigger in the decision to shop and choose a brand. Spence et al. (2014) ; Krishna (2013) The stimulation of smell is a marketing tool of great potential, since it allows the retailer to generate affective states, promote a product, positioning a brand, or to assign "exclusive aromas" to a retailer and to differentiate it from the competition. In addition, it is also used to stimulate impulse-buying at store. For the scent experience to produce greater positive effects, there needs to be congruence between the smell, the desired environment for a retailer, the product offered, and/or the profile of the target buyer.
Scent

Auditory
Zaltman and Puccinelli (2000); Wiener and Chartrand (2014) The sense of hearing is constantly active, making it an interesting point of attention for retailers who wish to apply sensory marketing to their store. It is not just about experiencing the sound, but trying to create, through music and the voice, a link with the consumer, facilitating the representation of the brand in the consumers' minds, and creating associations that activate emotions and experiences. The review of the literature places special emphasis on the use of music as a tool to create the store image in the consumer's mind, as well as the identity of the brand. In addition, it can help to change the mood and to create sensations that help customers to extend their shopping time. Lawton (2016) ; Krishna (2013) The sense of taste has been studied in the field of food and beverage products. The responses to different flavors are programmed genetically, instead of being learned or linked to experience, but they are highly influenced by the rest of the senses, so that taste can be considered as a mix of the rest of the senses, since these can affect the perception of the consumer's taste. This raises many possibilities of action to retailers that offer food and drink products, since they can link their products with certain scents to modify the behavior of consumers.
Taste
Tactile
George (2015); Gallace and Spence (2014) ; Ackerman et al. (2010) Touching a product is fundamental when generating consumer information, given that the integration of these tactile perceptions in their behavior facilitates the purchase decision. Being able to touch the products and to experiment with them, intentionally or not, makes the customer-product relationship much closer, thus favoring the possibility of purchase. Although we have tactile sensors in all parts of our body, marketing research has focused on the hands as a primary source of the perceptual system: they are the "outer brain" of a person. Krishna et al. (2010) ; Spence and Gallace (2011); Spence et al. (2014) ; Krishna (2006) ; Krishna and Morrin (2008) ; Spence (2012) The review of the literature recognizes and identifies different sensory modalities, since consumers rarely process information using only one sense. There are, therefore, multisensory interactions, whose responses are more positive than if only one of the senses was used. Thus, the study of these interactions is of great interest, since they can facilitate consumer perceptions, attitudes, and preferences.
Multisensory
Intellectual Experience
Intellectual experience occurs when the retailer's merchandising strategy (intellectual experience through design) and/or interaction with employees (intellectual experience with employees) stimulates the consumer's curiosity and invites them to think and imagine (Schmitt 1999 ). Consumer curiosity is achieved when a seller evokes mystery during shopping (Menon and Soman 2002) . Some academics say that the induction of curiosity produces positive results for the retailer (Hill et al. 2016 ). An emerging tool for retailers is augmented reality (Scholz and Smith 2016) , with a promising future (Javornik 2016) . It consists of combining the real world with the virtual world through a computer process, enriching the visual experience and provoking curiosity (Carmigniani and Furht 2011) .
Social Experience
This type of experience refers to the consumer himself and his social context, his relationships with other consumers (Ferguson et al. 2010) , and with the employees. From the research of Tauber (1972) , the literature suggests that shopping is a social experience, so that relationships with the group are determinants of many of their behaviors.
Pragmatic Experience
The pragmatic experience implies that the consumer is motivated by the utility, value, functionality, efficiency, convenience, and usability of things, and not by their appearance, aesthetics, or social context. It refers to heuristic rules and election criteria linked to savings, acquiring products or services that are practical and of recognized quality, as well as the speed and efficiency of the actions of information search and purchase at the retailer (Walsh et al. 2011) . For example, to stimulate the pragmatic experience, a retailer can offer an assortment of well-known brands with a price-quality ratio and better promotions than those of the competition. The objective is to attract a group of consumers who are interested in obtaining detailed information on prices and promotions, ensure that there is sufficient stock of the promoted products, or that the quality of the products is maintained during promotion periods. The retailer can also offer an assortment range that meets the needs of customers, all types of guarantees and complementary services (changes, returns, home delivery) or discounts, as well as allowing customers to verify the utility and practical value of some products.
Research Model and Hypotheses
In line with the review literature, the objective of this research is to analyze the relationship between different shopping experience dimensions, consumers' engagement, and their willingness to spend more time at the retailer (see Figure 1 ). This section discusses our key research variables and their hypothesized relationships. The store stimuli linked to sensory experience are not only a source of emotional experience (Kaltcheva and Weitz 2006; Walsh et al. 2011; Nasermoadeli et al. 2013 ), but can also encourage consumer engagement (Gentile et al. 2007; Iglesias et al. 2011) , attitudinal loyalty (Brakus et al. 2009; Iglesias et al. 2011) , and other shopping behaviors such as extension in shopping time (e.g., wishing to spend more time in the establishment because of the good sensory environment that is enjoyed in the shop: smells, lighting, appropriate music, etc.). Thus, the following hypotheses are formulated: In relation to intellectual experience, the retailer needs to consider the process of reflection and surprise that he wishes to invoke via the shop design, novelty in the presentation and testing of products, leisure activities, and interaction with employees. The offer with original and creative products that lead the consumer to imagine, combined with the stimulation of creativity by retailers, for example through the creation of augmented reality experiences, can generate emotional experiences, engagement, attitudinal loyalty, and other shopping behaviors such as extended shopping time (Foroudi et al. 2016) . Thus: The design of social experiences by the retailer is a strategy desired by the consumer because it provides various non-monetary benefits (Borges et al. 2010) . One of them would be to have the opportunity to go shopping with family/friends, and to obtain information about new products/services or trends that reflect attitudes and lifestyles. Other experiences that the consumer wants are to go shopping to find new friends, meet other people, or simply to see people. In addition, the social experience offers the opportunity to interact with other consumers who share interests, and to go to a place where reference groups can meet.
Going shopping today is a social act, a time of enjoyment in the company of friends or family (Mangleburg et al. 2004) , and where a closer relationship with employees is expected (Chang et al. 2011) , which encourages the positive emotional experience. Being advised, understood, and heard by employees are aspects that are highly valued by consumers, so that these actions can awaken the positive emotions of the consumer during shopping, with a consequent increase in their engagement. In addition, improving social interactions in the retailer results in higher levels of consumer loyalty and other shopping behaviors such as extended shopping time (Penz and Hogg 2011; Nasermoadeli et al. 2013 ). All of these lead to the following hypotheses: At many times, the client may experience emotions that are derived from pragmatic experience (Spinelli et al. 2015) . The present study considers that functional purchases, apparently utilitarian, such as searching for good prices, promotions, or products, can be pleasant, and therefore influence the emotional experience. This is due to non-monetary reasons, including for example, the hedonic benefits provided by non-monetary promotions, or even the emotions derived from getting a good product at a good price (Alba and Williams 2013) .
The creation of pragmatic experiences positively influences the positive emotional experience (derived from getting a product at a better price, or finding a product with less effort), in the engagement (derived from the continuous relationship with the retailer looking for his products of quality or its promotions), loyalty (derived from having carried out an effective, convenient and useful purchase, which encourages re-living that process or extending it), and other shopping behaviors such as extended shopping time (Walsh et al. 2011) . Therefore, the following hypotheses are proposed: 
Consequences of Emotional Experience
The review of the literature confirms that having positive emotional experiences is a desired factor for consumers (Li et al. 2009 ); thus, in recent years, the emotional components in decision-making have become more relevant (Quartier et al. 2014; Adam et al. 2015; Pérez and Bosque 2015; Kim et al. 2016; Ladhari et al. 2017) . Currently, retailers have begun to develop experience-marketing strategies as a way to express the values that represent the company. What they seek is to generate emotions and feelings in the consumer, such that the links with these feelings are deeper (Mishra et al. 2016) , and engagement is encouraged (Johnson et al. 2008) . Beatty et al. (2012) propose an analysis with three components of commitment: affective commitment, calculated commitment, and normative commitment. This research has considered the positive dimension of commitment, i.e., affective commitment (Gilliand and Bello 2002) , where the consumer is faithful to the retailer due to different relational benefits: benefits of special treatment (with extra services, sensory experiences, and intellectual experiences), social benefits (personal and friendly links between consumers and employees), and trust benefits.
The affective commitment is configured in the literature as a continuous relationship between a distributor or between a brand and a consumer (Hollebeek 2011 ). This commitment is the result of the emotional bond between both (Brodie et al. 2011; Claffey and Brady 2014) , and it plays a key role in long-term relationships (Bowden 2009; Mollen and Wilson 2010) , leading to deeper relationships and the creation of a real engagement. So, it raises: Hypothesis 4a. Favorable perceptions of emotional experience have a positive influence on consumer engagement.
It is interesting for retailers to investigate the relationship between shopping experiences and attitudinal loyalty (Srivastava and Kaul 2014) , to select strategies that are linked to experience marketing, and to obtain loyal customers. The model proposed in this research studies the effect of positive emotional experience on an indicator of shopping behavior: predisposition to extend shopping time. The time that consumers spend today to make their purchases has decreased significantly. It is interesting to investigate whether the consumers that are emotionally linked to a retail store or a brand are really willing to invest a greater part of their time in the act of shopping in it. It is to be expected that consumers who are emotionally linked to a retailer have more loyalty (Foroudi et al. 2016; Srivastava and Kaul 2014) , as well as more predisposition to extend their shopping time (Andreu et al. 2006) . For all these reasons, it is proposed that: Hypothesis 4b. Favorable perceptions of emotional experience are positively related to extended shopping time.
Finally, this research raises the possible relationship between the consumer engagement and the predisposition to extend shopping time, from the review of literature that analyze the link between engagement and other indicators of loyalty and shopping behavior (Evanschitzky et al. 2006; Hsu et al. 2010) . Engagement is the indicator of the consumer's desire to maintain the relationship (Geyskens et al. 1996) . A consumer engagement, is one that manifests a sense of belonging towards the retailer (De Ruyter et al. 2001) , and where the consumer is more likely to want to extend their time of purchase at the retailer. This leads us to propose the following hypothesis:
Hypothesis 5. Consumer engagement is positively related to extended shopping time.
Moderating Effect of Visit Frequency
Presumably, those consumers who visit the retailer more, whether or not they make purchases there, are looking for the shopping experience that it offers, and because the memory of that experience remains in their mind, creating value and providing satisfaction (Tsiotsou 2006) . The frequency of shopping should indicate that the consumer is engaged and is loyal to the brand, but other factors must be evaluated. There are studies, such as Roy's (1994) , which relate more frequent visits with hedonic motivations and less frequent visits with functional motivations (for example, going to the retailer only when there are promotions). Traditionally, shopping frequency has also been linked to security, closer relationships, and excitement and enjoyment during the purchase (Swinyard 1998) .
Shopping experiences can influence consumer engagement to a greater extent if they visit the retailer with some frequency. One of the reasons that may be due to the consumer visiting the store regularly is due to the memory of the shopping experience, and through which he has created a certain level of commitment with the retailer. As the consumer-retailer relationship matures and becomes more personal and close, as a result of a greater number of visits, the amount of information available and the trust in the shop or brand increases (Gill et al. 1998 ). In addition, more frequent shoppers tend to be more hedonic-oriented. Consumers who have a hedonic orientation are pursuing an activity that they do not "have to do", and that they find personally gratifying. These consumers desire to derive richer and fuller experiences from the activity, which facilitates a greater engagement (Kaltcheva and Weitz 2006; Vieira and Torres 2014) . Therefore, it is expected that for those consumers who visit the establishment more frequently, the effect of the shopping experience on the engagement is greater. Thus, it is proposed that: Hypothesis 6. As the frequency of the visit to the retailer increases, the positive influence of the experience dimensions on the consumer engagement increases.
As a conclusion to this section, Figure 1 summarizes all of the hypotheses that are previously proposed and justified.
Research Methodology
Research Scope
In order to contrast the hypotheses, the present investigation focused on nine retail sectors: clothing store and fashion; shoes; cosmetics and perfumery; jewelry; sports; electronics; decoration; bookstores and toys. For these sectors, retail brands offer different types of shopping experiences: sensory, intellectual, social, and pragmatic. Each interviewee indicated his opinion of a retailer, which he had visited in the last two weeks. The sample was 527 consumers from several cities in Spain. Its distribution was made by age and sex levels. Table 2 details the technical data of the study. 
Research Design and Measurement Scales
At the methodological level, work has been subdivided into two stages. The first one consists of the identification of the dimensions of the experience that are present in the retail sector, and the second analyzes the relationships between those dimensions of experience and consumer engagement and attitudinal loyalty (using shopping time as an indicator).
For the data collection, a questionnaire was prepared so that a sample of consumers could indicate their opinion on different dimensions of the shopping experience, and factors related to the engagement with the retailer, and with shopping time. The format of the scales was the following: the positive emotional experience was measured with a Likert scale that reflected the intensity of those emotions, from "1-Not at all" to "7-Extremely", and the rest of the concepts were measured with Likert scales whose answers varied from "1-Total Disagreement" to "7-Total Agreement". The scales have been elaborated from the review of the literature: Cachero and Vázquez (2017) for the dimensions of the experience; Walsh et al. (2011 ), Curth et al. (2014 and Vivek et al. (2014) for engagement; and Andreu et al. (2006) for the predisposition to extend shopping time, adapting these scales to the retail sector.
Data Analysis
An approach comprising confirmatory factor analysis (CFA), structural equation modeling (SEM), and multi-group analysis was adopted.
First, CFA was run to check the reliability and validity of the variables (Hair et al. 2010) . Second, to examine the effects of the experience dimensions (sensory, intellectual, social, and pragmatic), consequences of emotional experience, and the mediating effect of positive emotional experience, EQS 6.2 software was used, applying the Structural Equation Model (SEM-covariances). The estimation method used was that of the robust maximum likelihood (ML Robust). In addition to its use in similar research, the choice of this software focused on its advantages. SEM-covariances allow us to estimate multiple and cross-referenced dependency relationships among diverse variables and constructs, and they have the capacity to represent concepts that are not observed in these relationships, considering the measurement error in the estimation process (Hair et al. 2010) . Finally, it is a flexible technique that allows for the comparison of alternative models that represent the same situation and selection of the ideal one, as well as rectifying the initial model to find an improved one.
Third, to test for the moderating effect of visit frequency on the relationships between customer experience (sensory, intellectual, social, pragmatic, emotional) and engagement, a multi-group analysis was run, which compared differences in coefficients of the corresponding structural paths for the individuals with a high frequency of visits, and for individuals with a low frequency of visits to retailers.
Results
Research Reliability and Measurement Scales
To demonstrate the reliability and validity of the measurement model, a confirmatory factorial analysis was carried out, from which satisfactory overall adjustment results were obtained, with content validity (standardized loading factors greater than 0.6) ( Table 3 ). The Cronbach's alpha coefficients were all above 0.7, the composite reliability was greater than 0.7, and the Average Variance Extracted (AVE) was close to or greater than 0.5, confirming the convergent validity. There was also discriminant validity, given that the confidence intervals of all the correlations between the concepts analyzed did not contain the unit value, and its squared value did not exceed the AVE of the measurement scales considered (Table 4 ). The psychometric properties were adequate, so we continued with the estimation of the structural model. 
Estimation of the Structural Model
Table 5 and Figure 2 shows the results of the structural model, obtained with EQS 6.2. The goodness indices of the adjustment are adequate (BBNNFI = 0.894, IFI = 0.929, CFI = 0.929, RMSEA = 0.052). It is observed that the positive emotional experience is affected by the sensory experience (H1a: β1a = 0.056), the intellectual design (H1b: β1b = 0.132), the social experience (H1d: β1d = 0.264), and the pragmatic experience (H1e: β1e = 0.140). Regarding the engagement, the variables that directly and positively influence it are the intellectual experience with employees (H2c: β2c = 0.178), the social experience (H2d: β2d = 0.229), the pragmatic experience (H2e: β2e = 0.226), and the positive emotional experience (H4a: β4a = 0.346). Finally, the shopping time is modified directly and positively by the sensory experience (H3a: β3a = 0.109), the intellectual experience through design (H3b: β3b = 0.120), the pragmatic experience (H3e: β3e = 0.130), and the positive emotional experience (H4b: β4b = 0.238). In addition, this shopping time is also directly and positively influenced by consumer commitment (H5: β5 = 0.662). Figure 2. Significant relationships between all of the variables studied. * p < 0.05; ** p < 0.01; *** p < 0.01.
The Mediating Effect of Positive Emotional Experience
Once the structural model has been proposed, it is considered relevant that the mediating effect of the positive emotional experience in relation to experience dimensions-engagement is analyzed. In order to assess these mediating effects, the B-K method is a good alternative (Baron and Kenny 1986; Iacobucci 2008 ). However, although this method has been extensively applied for years, there is some criticism towards it, and many statistics recommend that other methods are applied Hayes 2004, 2008; Hayes 2013 ). Thus, two general approaches can be adopted to analyze mediation models: the regression approach, and the structural equation model (SEM) approach. The regression approach is used when the variables are observable indicators for which it is assumed that Figure 2 . Significant relationships between all of the variables studied. * p < 0.05; ** p < 0.01; *** p < 0.01.
Once the structural model has been proposed, it is considered relevant that the mediating effect of the positive emotional experience in relation to experience dimensions-engagement is analyzed. In order to assess these mediating effects, the B-K method is a good alternative (Baron and Kenny 1986; Iacobucci 2008) . However, although this method has been extensively applied for years, there is some criticism towards it, and many statistics recommend that other methods are applied Hayes 2004, 2008; Hayes 2013) . Thus, two general approaches can be adopted to analyze mediation models: the regression approach, and the structural equation model (SEM) approach. The regression approach is used when the variables are observable indicators for which it is assumed that there is no measurement error. The most popular alternative is the macro/interface Process for SPSS that uses re-sampling methods (e.g., bootstrap procedure) to calculate the variance of the indirect effect or mediation. The SEM approach is more complex, but more recommendable, and it is used when any of the variables are a non-observable or latent variable, which is assumed to be free of measurement error, and is studied by using multiple indicators of the construct. In this paper, we used the structural equations approach (SEM), since each of the dimensions of experience and engagement are latent constructs with multiples indicators. In this way, we also controlled the measurement errors.
For each of the relationships between Customer Experience (X), Emotional Experience (Y), and Engagement (Z), the SEM approach allowed us to develop three stages (Holmbeck 1997, p. 602): In the first stage, a partial model is calculated (unrestricted model), in which the direct and indirect effects are included among all the variables X, Y, and Z. The path coefficients obtained must be significant, and the value of χ 2 with respect to the degrees of freedom required must be greater than 0.05.
In the second stage, several restricted models are calculated (models of total mediation), such that the paths X → Y are restricted to zero (that is, this parameter is omitted). The coefficients paths obtained must be significant, and the value of χ 2 with respect to the degrees of freedom required must be greater than 0.05.
In the third stage, a difference test χ 2 is calculated. The objective is to verify the improvement of the fit of one model with respect to another alternative model. The adjustment of a model against its alternative is considered to be acceptable when the probability of the value of the test χ 2 with respect to the degrees of freedom required is significant (p < 0.05). In this case, if the restricted models improve the adjustment of the unrestricted model, it can be affirmed that there is a partial mediation of the emotional experience. Figure 2 and Table 6 summarize the mediating effects that have been significant after applying the three stages of the SEM approach. Taking these results into account, the analyses showed that positive emotional experience presents (a) an effect of total mediation between sensory experience and engagement; (b) an effect of total mediation between the intellectual experience through design and engagement; (c) an effect of partial mediation between social experience and engagement; and (c) an effect of partial mediation between pragmatic experience and engagement. Table 7 summarizes the direct and indirect effects for each consumer experience dimension. The dimensions with the greatest influence on engagement are social experience (0.390) and positive emotional experience (0.346). Table 7 . Direct and indirect effects of type of experience on engagement. 
Type of Experience
The Moderating Effect of Visit Frequency
To analyze the moderating effects of the visit frequency, a distinction was made between individuals with a high frequency of visits (those who visited the establishment weekly or several times a month) and individuals with a low frequency of visits (several times a year or less), obtaining the causal parameters for both groups, and later testing the difference between said coefficients gamma and beta in LISREL notation, using an adequate moderation test (Baron and Kenny 1986) . A multisample analysis was carried out, following the two methodological stages proposed by Jaccard et al. (1996) .
The first stage involves a "multi-group solution". Using the EQS 6.2 software, parameters are estimated for each group of individuals, and a measure of the goodness of the fit of the model for both groups considered simultaneously. To study the differences between the groups it is more appropriate to perform the analysis in terms of non-standardized regression coefficients, due to the possible differences between the groups in the standard deviations of their constructs (Jaccard et al. 1996) .
In the second stage, in order to check if there are significant differences between the causal parameters, the model was re-estimated by introducing (as a null hypothesis) the restriction that the coefficients in the structural model are the same in both groups (Iglesias and Vázquez 2001) . In this second stage, and thanks to the Lagrange multiplier test (lmtest), it is possible to analyze if there are significant differences between the parameters of both subsamples. That is to say, the goal is to verify whether the elimination of the restrictions produces a significant change in the X 2 statistic. This would lead to a rejection of the equality restriction in the parameters, since its elimination would significantly improve the adjustment of the model.
The multi-group solutions of the first stage are summarized in Table 8 , and the results of the second stage in Table 9 . For those consumers with a high frequency of visits (weekly or several times a month), the social, pragmatic, and positive emotional experiences have a greater influence on engagement than for those consumers with low frequency of visits (several times a year or less). If consumers are very engaged with the company, it is logical to think that they will be the ones who visit the retailer more, because of the engagement that they have with it. This makes them value more positively the experiences that are developed in the store, especially those that are related to the emotional bond. 
Discussion
The consumer of today seeks to enjoy himself during shopping. We are faced with a consumer who is much more demanding than just a decade ago, given that the pace of life has changed; a customer who may not often even have time to make purchases. That is why the retailer, must allow the consumer to "get away from it all", making him enjoy the escape from his daily routine, in the time dedicated to shopping. The generation of experiences at the store facilitates this task for retailers. A unique and an unrepeatable shopping process can encourage the creation of a special bond with the consumer, which leads to more loyal customers and encourages them to devote a greater part of their time to shopping. In this way retailers, can get real fans instead of just customers (Alfaro 2012) . Therefore, it is relevant to identify which types of experiences involve engagement (Brun et al. 2017) , in order to stimulate this type of experience.
The literature published up to now and applied to the retail sector identifies and analyzes different dimensions of the experience, but not its direct influence on consumer engagement and on their willingness to extend their shopping time. This research reveals which of these dimensions of experience have a greater impact on consumer behavior. To do this, experiences at the store have been defined as a subjective perception of a retailer's commercial strategies. These experiences manifest themselves in a variety of dimensions that can be grouped into different categories: sensory, intellectual (through design and through employees), social, pragmatic, and emotional. Summarizing, the generation of experiences is complex, and it involves the presence of more than one dimension. The most important thing is to identify what types of experiences the consumer values, to be able to gain loyal and engaged customers.
Conclusions
The results of empirical research suggest that the dimensions of experience that can increase consumer engagement are the intellectual through employees, and the social, the pragmatic, and the emotional. Examples include creating spaces where customers can interact with employees, to demonstrate the uses of the product, organizing events at the store to encourage interaction between consumers with the same interests, offering quality products and efficiency in information search actions, or encouraging the generation of positive emotions in the retailer.
Thus, it is clear how important it is today to carry out experiential marketing activities, given that it influences not only the level of consumer engagement, but also the willingness to extend the shopping time. This is especially relevant nowadays. Given that the consumer has little time to make his purchases, it is essential to design a store that appeals to him, and that makes him want to spend more time in the retail store. Analyzing the predisposition to extend shopping time, it is observed that the dimensions of experience that lead to this type of predisposition are the sensory, the intellectual through design, the pragmatic, and the emotional. If the retailer seeks to increase consumer shopping time in order to achieve a possible increase in spending, this type of experience should be encouraged, to enable the customer to feel good, and for them to enjoy the act of purchasing. Examples include designing the store with sensory factors (such as an identifiable product or store smell, or type of music, according to the target customer), in a functional way for the consumer, so that they can shop for desired products without much effort, appealing to the emotions through these factors. These emotions can be stimulated through the creation of elements of sensory and intellectual experiences through design, and of social and pragmatic experiences. For example, designing stores so that consumers can interact with the products and encourage creativity and imagination when using them; encouraging consumers to come to the store to obtain information about new products or trends that reflect their lifestyle; or by making customers feel good about buying a cheaper product or a better-value-for-money product. An interesting option to improve this study would be to measure positive emotional experiences in the moment when those emotions are experienced. Nowadays, this is possible thanks to neuromarketing techniques, such as the eye tracking used in the Shopper Lab, which recreates shopping environments stimulating the development of different shopping experiences.
As a complement, we have analyzed the relationships between the dimensions of the shopping experience and consumer engagement by consumer segments, depending on the level of visit frequency to the store (high frequency or low frequency). The conclusions obtained indicate that positive emotional experience has a stronger influence on engagement in those consumers who visit the establishment more often. This may be due to the fact that the promotion of favorable affective states activates consumer engagement with the company, and the desire to return to it. Traditionally, consumer engagement has been linked to the experience of positive emotions at the store, and this study confirms this relationship, noting that it is greater for customers who visit the retailer more frequently. In addition, the social experience and the pragmatic experience also influence consumer engagement to a greater extent for these customers who visit the retail store more often. The idea that the consumer is a social being is confirmed, and that those activities of a social nature that the store can organize leads to higher levels of engagement. It is that feeling of belonging to a social group that is greater when visiting the retailer more frequently (to look for a social experience with family, friends, and other consumers with the same tastes). We must also mention the importance of offering a pragmatic experience when designing strategies to increase levels of consumer engagement, given that it is a dimension of the experience that draws the attention mainly of consumers who most frequently visit the retail store. Thus, attention should be paid to the functionality and quality of the offer, so that the consumer continues to frequently visit the store with the desire to find that kind of experience.
Managerial Implications
This study serves as support for decision-making by managers of retail companies, mainly when the consumer seeks shopping experiences. In the first place, stimulating the senses of consumers enhances their emotions in the retail store. Being able to manipulate the products offered by the retailer, and allowing users to interact with them, can be a source of emotion creation. Creating a pleasant shopping environment, e.g., in olfactory and visual terms, allows consumers to have a pleasant time. Enjoyment in the retail store with friends and family affects the sensations experienced by the consumer, since their comments can affect and alter emotions. From this perspective, the visual and design elements are very important for making a purchase attractive: augmented reality or platforms like Pinterest are some examples. In addition, the use of different screens and omnichannel technologies in physical stores helps create a visual experience that also intervenes in the shopping process.
What types of experiences are those that lead the consumer to increase their engagement with a particular retailer? The human being is a social being. For that reason, the interactions with the employees and with other consumers of the store are crucial. This is where experiences take on special relevance. It is about creating experiences that allow the consumer to interact with other customers, e.g., organizing book signings, records, sponsored concerts, lectures on new uses of certain products, or workshops/test centers and co-innovation. Knowing and developing those activities and services that will really surprise and interest the consumer can promote their engagement, willingness to extend their shopping time, and loyalty, turning the consumer into a true fan of the retailer.
The results of this research invite retailers to create emotional experiences, since these are the ones that most greatly influence consumer engagement. However, intellectual experiences through employees, and social and pragmatic experiences also affect that engagement. Currently, consumption has become a form of leisure, so that purchases are increasingly emotional, and consumers more often tend to want to enjoy the act of receiving information and/or purchasing a product. Also, this positive emotional experience also encourages the consumer to extend their shopping time, along with the creation of sensory experiences (stores that smell, allow touch, etc.) and pragmatic (oriented to the functionality of the store, the assortment and quality of the offer). Nowadays, getting the consumer to extend his shopping time is a challenge for the retailers' strategies, and for this, it is essential to achieve the emotional engagement of the consumer. On the other hand, the retailer should know the frequency by which their customers come to the store, in order to invest their resources in designing those strategies that have more impact on consumer engagement. This is possible nowadays, for example, through geolocation from apps installed on the consumers' smartphone. Encouragement to download the app of the retailer can be a tactic that can be developed, in order to obtain detailed factors such as the number of visits and their duration, including the route that is made within the store.
Although digital technologies have simplified the shopping process, tangible experiences are very valuable for consumers. That is why retailers must transform themselves from a simple place where the product is sold, to a more experimental, more sensory-rich space. Those retailers that do not bet on the marketing of experiences will be disadvantaged in terms of competitiveness and the possibilities of protecting themselves against falls in margins and prices. It is necessary to link customers through shopping experiences so that the price is not the most relevant factor, but rather the favor of the consumer towards the recommendation of the retailer, its products/brands/services, and above all, the achievement of consumer engagement. The retail store of the future will have to call hearts, not minds, since in a world of increasingly similar products and services, it will be the experience that makes the retailers different, and therefore, the factor that will bring them to market success. Funding: This research received no external funding.
